
 

TO: BATA Oversight Committee DATE: June 3, 2009 

FR: Executive Director W. I.  1252 

RE: FasTrak
®
 Strategic Plan Update – Marketing Plan 

As requested at the Committee’s May meeting, this memorandum provides the Committee with 

an update of the Marketing Plan for the FasTrak
®
 program. 

 

Attachment 1 provides a summary of proposed marketing activities from April 2008 through FY 

June 30, 2010.  As shown, we are proposing two major media campaigns – one of which is 

currently running (April 27 to June 7) and is focused on educating the public about FasTrak
®
, 

and a second one that is proposed for early 2010 to coincide with any action the Authority may 

take in regards to a potential toll increase for the state-owned bridges.  

 

For the current acquisition/educational campaign, early results indicate a success thus far, in that 

there has been a significant increase in new enrollments.  The total number of new accounts 

opened from April 27 to May 31 was 16,760, as compared to 10,320 accounts opened during the 

same time period last year.  This represents a 62% increase in new enrollments.   The graph 

below illustrates the effects of other marketing campaigns in prior years. 
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       Steve Heminger 
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Major marketing/media 

campaign for toll increase 
Major marketing/media campaign for 

Strategic Plan Improvements 

Acquisition / educational campaign 
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